U.S. Army leaders acknowledge the importance of the Human Domain, and it is therefore in the Army's best interest to retain the capabilities and knowledge built over the past 12 years. Failure to maintain these capabilities will inevitably mean redeveloping them during the next conflict at the cost of national treasure, e.g. American lives and dollars.
Historically, the Army's improvements in process and technique draw directly from lessons learned in conflict. However, there is value in looking at empirical research drawn from fields with relevant parallels to practices used by influence operators. Within academia, there exists a vast amount of research on techniques and procedures influence operators can utilize. This study sought to identify how Army influence operators can benefit from outside institutions, and not rely solely on our experiences to further our capabilities. Therefore, this paper looked at what mass communication, advertising, and marketing research influence operators can adapt and implement at the strategic and operational levels of war.
As a result, this study identified four reinforcing takeaways from the academic literature and two distinct recommendations for implementation, an additional step in the doctrinal process and training for our influence operators in communication strategy design that better supports the military campaign.
Mass Communication, Advertising, and Marketing at the Strategic and Operational Levels of War
Where is the Army headed in the near future? As questions surround the role of Land Components in the now accepted Air-Sea battle 1 and while simultaneously fighting for resources in a severely constrained fiscal environment, 2 where will the U.S. Army focus? This has been the topic of considerable interest, even more so as sequestration raises the possibility of even more budget cuts. The Army leadership has discussed, and is making plans for, deep budget constraints. To address this topic, working groups are currently meeting to discuss the scope, dimensions, and even the definition of the Human Domain. As of this writing, there is no agreed upon definition in any Joint or Service publication. However the most used draft definition currently being considered in the working groups is:
The totality of the physical, cultural, psychological, and social environments that influence human behavior to the extent that the success 2 of any military operation or campaign depends on the application of unique capabilities that are designed to influence, fight, and win in populationcentric conflicts. stated, "The central feature of the last 10 years of war is the importance of the human domain." 9 As the Army sees its' role in Joint Force operations conceptualized under the "prevent, shape, win" construct," 10 the failure to effectively influence these environments of the Human Domain within the area of operations means the intermediate goals and
objectives of the military campaign will be far more difficult to achieve, and will take much more time, blood, and treasure.
The military and diplomatic elements of the United States Government (USG) have been engaged over much of the past 12 years in population centric operations.
Over the course of these years, lessons have had to be relearned even though similar situations were faced in earlier conflicts. influence operators may face at the strategic and operational levels of war and conflict.
As noted earlier, doctrine should be taken from applied scientific and academic disciplines that have already pointed the way to extremely effective processes. This study is focused on elements that can be applied at the operational and strategic levels. Therefore, techniques deemed effective only through personal contact and interaction, while effective at the tactical level, were eliminated because messages and content provided from the operational or strategic level typically lack direct personal contact or direct interaction between the influence operator and the target audience.
Additionally, the ability to utilize a technique requiring personal contact and interaction is attitudes, norms and self-efficacy" and "the beliefs underlying those psychosocial variables." 31 To increase the prospect of product effectiveness (in terms of leading to a desired behavior), those developing the product must have a detailed understanding of the target audience's vulnerability to the message and thus the potential to change their behavior. It is important to identify societal norms, and the likely impact the product will therefore have on behavior, attitudes, and perceptions. 32 Understanding a target audience in terms of these specifics reduces the potential for ineffective message design, inaccurate media recommendations, and poor product design. It also assists in developing an accurate baseline or starting point that in turn provides greater accuracy for future outcome evaluations and assessments. Because target audience analysis identifies where a target audience may be vulnerable, it also makes it possible to determine by which means they are accessible, i.e. television, social media, radio, etc.
The second significant takeaway of this study is that developing a successful influence effort starts with solid behavioral and message design theory. Successful communication campaigns follow a proven process, but also are based on solid behavioral and message design theory. 33 The process steps 34 developed should be based on "well-accepted principles of effective campaign design and evaluation." 35 The process outlined in Noar's study as part of his suggested method listed a step that 11 should be considered for current doctrine:
Step 2 Using theory as a conceptual foundation: a significant step in his process. This step helps to lay the foundation for the persuasive process by ensuring that individual/s developing a product are basing it on proven theory. Without this step, campaign developers can easily wander into the "good-idea" mode of product development where individuals believe they instinctively know what a convincing product is without doing the necessary steps of analysis first.
There are numerous examples throughout marketing and advertising of this approach being taken, and the poor outcomes that resulted. One such example was the naming of the Chevrolet Nova, and the resulting poor sales in Spanish speaking countries where of course "Nova" translates as "no go." Influence by good-idea does not work, and in many cases can cause negative outcomes.
Using behavioral theory as a basis for campaign planning on the other hand provides a baseline understanding of the approach to be taken, and thus offers the opportunity to enhance message design. 36 Health related campaigns found varying degrees of success with these behavioral theories and their application to associated efforts. Greater understanding of these theories and associated techniques will likewise enhance influence operations.
Many of the studies addressed social norms. 37 "'Social norms' marketing assumes that once you correct the perceived norm so that it matches the actual norm, individuals will alter their behavior accordingly." 38 Social norms are often part of the discussion when dealing with areas such as human rights and the attempts by outside organizations or other nations to adjust the social norm and associated practices in the target nation toward a more accepted international norm. In the case of human rights, providing information to internal groups already anxious to cause change but in need of information can typically provide this information across the population via the "chattering classes," i.e. those who may initiate the topic dialogue and keep it on the air waves of public discussion in cafés, religious services, family gatherings, and street dialogue.
Providing accurate, believable, and easily understood information 39 from credible sources regarding the on-going public debate occurring outside the target nation to those internal audiences, who may not be privy to information regarding the actions of others on their behalf, helps in several ways. Two in particular are worth considering.
First, there is the awareness that other nations are attempting to advance an issue on their behalf. This provides a realization that others care about their plight and that the expectations of an oppressed population within a target nation are acknowledged as reasonable from an international perspective. Second, the flooding of information into an internal population's knowledge serves to empower them against governmental rhetoric or propaganda, foments continuous discussion, and maintains the topic in the public conversation. In the case of the abolition of slavery, for example, American abolitionists were influenced by Europe, followed by support for abolition becoming a prevalent belief and subsequently spreading to Latin America. Understanding that this technique can be successful, the influence operator must develop not only the first step but also the subsequent incremental steps that will follow.
Crucial to this technique is knowing the target audience's perspective on the issue, and just how much variance can be incorporated into the subsequent steps moving toward the desired end state. Scott concluded that this "may be more effective than traditional persuasive appeals in mass communication settings where personal contact is not possible." 44 Thus this technique has applicability to the Army's efforts at the strategic and operational levels, which lack the opportunity for many personal contacts for carrying the message to a large audience across a nation or region.
Cognitive dissonance theory explains the need for an individual to maintain cognitive consistency. Under the theory of societal norm messaging, influence operators ought to take dissonance theory into consideration. The application of dissonance theory looks at a target audience's need to execute expected actions and suggests that without maintaining these actions internal turmoil occurs at the individual level. An example of dissonance theory within a society is "when a society honors the social norm to help the less fortunate, the person internalizes the norm, and failing to help [ for example one drunken teen falling to his death during an inebriated stunt. The drastic examples provided, of horrible results occurring if individuals typically drank above the recommended levels, did not resonate. These messages were not reinforced through other observations by the target audience, such as their continuous observation of elders drinking heavily over the years with no apparent effect. 50 In this case the UK government attempted to adjust a social norm by providing selected statistical data.
However, because the product/s were based on poor target audience analysis, mirrorimaging, and failing to craft a message that fit within the reality of expectation of the target audience, (as it exists in the minds of the target audience), resulted in an unbelievable message. When the message exceeds the realm of the possible for the target audience, then it and subsequent messages will be rejected. At the strategic and operational levels, this may be extremely helpful in developing an influence campaign across a region with diverse audiences when attempting to focus them on a particular issue. Separately inserting products applying appropriate message design will provide our desired input concerning issues for the public agenda. Understanding how this theory works would be useful to influence efforts. In other words, influence operators can attempt to drive the topics through their messages, crafting the messages in order to solicit dialogue on particular issues and simultaneously, through supporting and other media, providing their interpretation of how the issue should be perceived or resolved. The supplemented messages from multiple sources, i.e. television, radio, print, key leader engagements, etc., help not only to get the issue on the target audience's agenda of what to think about, it also presents messages favorable to the originator's point of view.
The third significant finding from the study had to do with the fundamentals of campaign design. Gantz studied the impact of mass media on increasing the behavior of using seat belts. Gantz first insisted, "media campaigns often appear to be far more successful in conveying information and changing attitudes than in altering behaviors." 54 However, he also attested that many times the reason for shortcomings in campaign effects were due to either poor execution of the development process or components of the process being missed. One very useful assertion near the end of the study was that "[b]ehavioral changes such as [increasing seat-belt use] demand long-term, high frequency, multimedia campaigns." 55 The correlation to our purpose is that when we are attempting to change a long held behavior or cultural practice, even one that has selfpreservation as a central point, a prolonged media campaign may be required.
Although current doctrine 56 provides programs and series as a means to reinforce a message sequentially over time, it falls short in developing a phased campaign effort with explanations of establishing conditions that, when observed in the target audience, would be the cue to move to the next message and/or subsequent phase.
Personal experience has convinced me of the need to implement campaign phasing in order for communication efforts to succeed. By virtue of commanding two different task forces in two different wars (OIF and OEF) for a total of 24 months, each of whose primary objective was to influence target audiences at the strategic and operational levels, I found developing a phased communication campaign is necessary to achieve the desired behavioral effect when that desired behavior constitutes a significant paradigm shift.
Many times we were working to shift a paradigm, especially at the strategic or operational levels. The process of developing the individual products, as discussed above, is executed inside the communication campaign. Multiple products were then linked as a series that hopefully pushed the audience towards the desired behavior.
Doctrinally this is referred to as a series of products. However, it is important to understand that one or two products cannot by themselves shift an entire paradigm.
Further, this may not be achieved in a matter of weeks or months. This may actually take a steady drumbeat of messaging over an extended period of time, possibly even years. The most significant takeaway was the need to identify the desired end behavior of the target audience from the beginning, i.e. active participation in the democratic process, or stopping support to terrorist activities, and the evolutionary steps the target audience needed to take toward ultimately changing their behavior.
Once the desired behavioral effect was determined, the designer developed a sequence of messages along a phased campaign. Key to current and subsequent messaging was timing the dissemination of the subsequent messages. The conditions the cognitive state of the target audience had to meet were identified before moving to the subsequent phase or message. In order to achieve the correct timing for introducing the subsequent message, assessments of the effort would need to confirm that the Therefore, it may be necessary to utilize another means for the message to be 21 disseminated so as not to taint the target audience's perception of the message before they process it.
The source of message dissemination should also be a focus of the target audience analysis. Understanding the importance of achieving and maintaining message credibility throughout the process of message design and application helps to maintain credibility of the entire messaging effort. Incremental messaging achieves more towards convincing the target audience in the overall effort for the long run.
Influence operators cannot allow themselves, or be forced to create a haphazard message that is so far outside the frame of the target audience that it will likely be discounted, thereby lacking any credibility. By providing an incremental, steady drumbeat of credible messages, an influence campaign will build a convincing argument with each message and ultimately produce results.
Future research
There is one area suggested for future research from which the military influence community would benefit. The U.S. military has sought to implement an accurate, I use the term logical objective correlation as a means to define through wording the intent of an influence assessment. As Noar asserted, the difficulty in assessing communication efforts and the difficulty faced when attempting to collect on a broad scale effort among foreign cultures within a confined time frame (annually), the assessment may benefit by looking at the change of perceptions over a greater timeframe with a logical interpretation of past or current events, information, or intelligence regarding the target audience's changing perceptions. These observations must be objective so as not to read into events the desired outcome or interpretation.
Thus, these should be viewed as a correlation. While causational changes are most preferred and provide the greatest legitimacy towards an assessment, they are is not a rapid process. Influence operators applying a detailed target audience analysis with solid behavioral theory over a phased construct, coupled with an assessment mechanism to identify the presence of cognitive conditions, will provide a greater potential for success. Implementation of these recommendations will significantly enhance the capabilities of the U.S. Army influence operators at the strategic and operational levels.
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